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RESEARCH,  PROMOTION, 
AND  EDUCATION  PROGRAMS 
FOR  FARM  PRODUCTS 


INTRODUCTION 

Through  legislation,  members  of 
♦the  agricultural  ccmriunity,  by 
commodity,  have  been  able  to  pool 
resources  to  expand  markets  and  improve 
production.  These  resources  fund 
national,  self-help  research,  promotion, 
and  education  programs  for  cotton,  wool, 
lamb,  mohair,  potatoes,  eggs,  and  Wheat. 
The  programs  are  authorized  by  Federal 
legislation,  carried  out  by  industry 
boards,  and  monitored  by  the  U.S. 
Department  of  Agriculture.  Legislation 
also  authorizes  programs  for  beef  and 
floral  products. 

For  a  number  of  commodities, 
promotion  activities  also  are  carried 
out  in  conjunction  with  Federal 
marketing  orders. 

USDA's  Agricultural  Marketing 
Service  has  the  responsibility  to 
oversee  collection  and  spending  of 
research,  promotion,  and  education 
funds  to  ensure  equitable  treatment 
for  producers  as  well  as  the  affected 
groups,  and  compliance  with  the 
legislative  authority. 

COTTON 

Legislative  authority;  The  Cotton 
Research  and  Promotion  Act  of  1966. 

The  act  provides  for  the 
collection  of  $1  per  bale  for  upland 
cotton  research  and  promotion 
activities.  First  buyers  of  cotton 
from  producers  collect  and  remit  the 
assessments  to  the  Cotton  Board. 
Producers  who  do  not  wish  to 
participate  may  request  a  refund  of  any 


assessments  paid.  The  Cotton  Research 
and  Promotion  Order,  which  implements 
the  act,  was  approved  in  a  beltwide 
referendum  of  cotton  producers  in  1966 
and  went  into  effect  in  1967.  In  1976, 
the  act  was  amended  to  increase  the 
assessment  to  $1  per  bale  plus  up  to  1 
percent  of  the  bale's  value.  Present 
regulations  set  the  rate  at  0.4  percent. 
In  the  1981-82  cgpp^  year,  net  collections 
(after  requested^CEfunds )  totaled- jabout 
$20  million.    rnv 
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Administration ;  [The  Cot€5h  Bos&d>-  P.O. 
Box  2121,  Memph^v^Tennrv^eiS^ 

Composed  o#?2jQ  producer  o— 3g 
representatives  cand  2  nc$?votingi^^)lic 
members,  the  bc^cB administers  $^ 
program  and  collects  assessmentsy-: 
Board  members  are  appointed  to   "ri 
staggered  3-year  terms  by  the 
Secretary  of  Agriculture  from 
nominations  made  by  certified  cotton 
producer  associations  in  each 
cotton-producing  State. 
Representation  is  based  on  a  State's 
average  annual  production  of  upland 
cotton  in  the  five  most  recent 
marketing  years. 

By  legal  authority,  the  Cotton 
Board  contracts  with  Cotton 
Incorporated,  a  nonprofit  organization, 
to  develop  and  implement  approved 
projects.  The  objectives  of  Cotton 
Incorporated  are  to  increase  producer 
profits  and  expand  sales  of  cotton 
products.  It  is  governed  by  a  board  of 
directors  currently  consisting  of  40 
producers.  Directors  are  selected  by 
the  same  producer  associations  that 
nominate  members  of  the  Cotton  Board. 
Each  State  is  represented  in  proportion 
to  its  production  of  cotton  and  its 
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monetary  contribution  to  the  total 
program. 

AMS  has  responsibility  on  behalf  of 
the  Secretary  of  Agriculture  to  monitor 
activities  of  the  Cotton  Board  and 
Cotton  Incorporated.  Projects  and 
budgets  for  each  fiscal  year  must  be 
approved  by  the  Secretary.  Legislation 
requires  that  costs  incurred  by  USDA  for 
program  administration  be  reimbursed 
from  assessment  funds. 

Activities ;  Ongoing  research  projects 
include  participation  in  a  joint 
industry-government  effort  to  eliminate 
byssinosis — brown  lung — a  health  threat 
to  textile  workers;  efforts  to  eradicate 
the  boll  weevil;  development  of  rapidly 
maturing,  higher  yielding  strains  of 
cotton;  development  of  flame  retardant 
fabrics  for  apparel  and  home 
f urnishings ;  and  energy-saving 
techniques  for  producing  and  processing 
cotton  from  the  field  to  the 
manufactured  cotton  product. 

Other  activities  include  development 
and  encouragement  of  new  products  such 
as  all-cotton,  no-iron  shirts  and 
sheets;  development  of  the 
module-builder,  a  harvesting  system  that 
enables  producers  to  store  cotton  in 
compacted  form  in  the  field  and 
economically  transport  it  to  a  gin; 
promotion  of  cotton  products  through 
presentations  to  major  mills  and 
manufacturers  of  new  fabrics  and  fashion 
design;  and  merchandising  and 
advertising  to  expand  retail  sales. 

TOOL,  IAMB,  AND  MOHAIR 

Legislative  Authority:  The  National  Wool 
Act  of  1954. 

The  act  authorizes  the  Secretary  of 
Agriculture  to  establish  programs  for 
advertising,  promotion,  and  market 
development  activities  for  wool,  mohair, 
sheep,  goats,  and  their  products.  The 
Agriculture  and  Consumer  Protection  Act 
of  1973  extended  the  kind  of  programs 
allowed  to  include  development  and 
dissemination  of  information  on  product 
quality,  production  management,  and 


marketing  improvement.  Authority  was 
also  given  for  mohair  to  be  advertised 
and  promoted  outside  the  United  States. 

The  programs  are  funded  by 
deductions  from  price  support  payments 
to  wool  and  mohair  producers. 
Deductions  from  wool  and  unshorn  lamb 
marketings  in  recent  years  have  totaled 
about  $2.5  million  annually.  However, 
if  market  prices  average  above  the 
support  level,  as  wool  prices  did  in 
1973,  no  support  payments  are  required, 
and  no  deductions  for  wool  and  lamb 
promotion  programs  can  be  made  for  that 
year.  Deductions  for  mohair  were  not 
made  from  1972  through  1980  because 
market  prices  were  above  the  support 
level.  Although  there  were  payments  to 
producers  on  1981  mohair  marketings, 
there  were  no  deductions  for  promotions; 
there  will  be  no  deductions  in 
subsequent  years  unless  a  referendum  is 
held  and  mohair  producers  approve  an 
agreement  with  USDA  that  provides  for 
deductions.  Funds  collected  for  mohair 
promotion  under  the  National  Wool  Act 
were  exhausted  in  August  1978. 

Administration ;  The  American  Sheep 
Producers  Council,  Inc.,  200  Clayton 
Street,  Denver,  Colo.  80206;  and  The 
Mohair  Council  of  America,  516  Central 
National  Bank  Bldg.,  San  Angelo,  Tex. 
76903. 

Under  the  National  Wool  Act,  the 
Secretary  of  Agriculture  can  enter  into 
agreements  with  producer  organizations 
to  carry  out  promotion  programs. 
Agreements  that  include  the  rate  of 
deductions  are  subject  to  approval  by 
producers  through  a  referendum.  The 
present  deduction  rate  for  wool  is  2.5 
cents  per  pound  of  wool  marketed.  A 
rate  of  4  cents  will  be  applicable  for 
1982  marketings  if  approved  in  a  1982 
referendum. 

American  Sheep  Producers  Council, 
Inc.  (ASPC)  conducts  programs  for  wool 
and  lamb  products.  The  Mohair  Council 
of  America  (MCA)  now  promotes  mohair 
with  funds  collected  by  the  Texas  Mohair 
Board. 


ASPC  is  governed  by  a  board  of 
directors  chosen  annually  by  delegates 
representing  State,  regional,  and 
national  wool  and  lamb  producer 
organizations.  State  and  regional 
representation  on  the  board  is  based  on 
the  amount  of  deductions  from  producers' 
support  payments.  Representation  from 
national  organizations  is  established  in 
the  bylaws.  USDA's  Agricultural 
Stabilization  and  Conservation  Service 
is  responsible  for  producer  referendums 
and  collection  of  funds.  The  ASPC 
budget  for  the  1983  fiscal  year  is 
$3,835,000. 

AMS  would  monitor  the  activities  of 
MCA  if  a  new  agreement  were  approved  by 
mohair  producers  and  if  funds  for  mohair 
promotion  were  made  available  again 
under  the  National  Vvbol  Act. 

Activities :  ASPC  activities  include 
generic  advertising  of  wool  and  lamb 
products;  nationwide  cooperative  retail 
store  advertising;  a  sewing-with-wool 
contest;  lamb  merchandising  through 
distribution  of  point-of-purchase 
materials;  and  lamb  education  programs 
such  as  cooking,  carving,  and  serving 
demonstrations . 

POTATOES 

Legislative  authority;  The  Potato 
Research  and  Promotion  Act  of  1971. 

The  act  provides  for  a  National 
Potato  Promotion  Board  to  collect  an 
assessment  on  all  Irish  potatoes  handled 
for  human  food  and  seed  in  the  48 
continental  United  States.  The  current 
assessment  is  1  cent  per  hundredweight, 
paid  by  "designated"  handlers  who  are 
generally  the  first  handlers. 

Handlers  may  pass  assessment  costs 
along  to  producers  who,  in  turn,  may 
request  refunds  from  the  board. 
Potatoes  grown  by  producers  of  fewer 
than  5  acres  are  exempt  from  the  plan. 

Collection  of  assessments  began  in 
1972.  During  the  1982  fiscal  year,  the 
budget  is  $2,187,000. 


Administration :  The  National  Potato 
Promotion  Board,  1385  S.  Colorado  Blvd., 
#512,  Denver,  Colo.  80222. 

The  National  Potato  Promotion 
Board — commonly  known  as  the  Potato 
Board — supervises  the  Potato  Research 
and  Promotion  Plan,  which  was  issued  in 
February  1972  after  a  referendum  of 
potato  producers.  Under  the  plan, 
membership  on  the  Potato  Board  is 
calculated  so  each  State  has  one  member 
for  each  5  million  hundredweight  of 
potato  production  or  major  fraction  of 
that  amount,  based  on  the  average  of  the 
3  preceding  years.  However,  regardless 
of  production,  each  State  is  entitled  to 
at  least  one  member. 

All  86  board  members  are  potato 
producers  who  are  nominated  by  producers 
and  appointed  for  3 -year  terms  by  the 
Secretary  of  Agriculture.  The  board 
meets  once  a  year  to  review  programs  and 
determine  policy  for  the  coming  year. 
The  board  also  selects  a  25-member 
Administrative  Committee  that  includes  7 
officers.  This  committee  usually  meets 
quarterly  to  oversee  current 
activities . 

The  officers  constitute  an  Executive 
Committee  that  may  meet  as  necessary. 
Its  actions  are  ratified  by  the  entire 
administrative  committee. 

Activities ;  The  Potato  Board  is 
responsible  for  media  advertising  and 
promotion  on  the  nutritional  value  and 
calorie  content  of  potatoes,  marketing 
research  and  development  of  potatoes  and 
potato  products,  formation  of  the 
National  Nutritional  Exchange  to  provide 
nutrition  information  to  State  and  local 
nutrition  councils,  research  projects  to 
determine  potato  usage  patterns  among 
consumers  and  institutional  outlets,  a 
merchandising  program  to  improve  grocery 
handling  and  retail  display  techniques 
for  potatoes,  educational  programs  for 
students  and  the  institutional  food 
service  industry,  and  a  foreign  market 
development  program. 


EGGS 

Legislative  authority:  The  Egg  Research 
and  Consumer  Information  Act  of  1974. 

The  act  authorizes  a  program  for  egg 
producers  to  finance  and  carry  out 
research  and  promotion  projects  to 
strengthen  the  egg  industry's  position 
in  the  marketplace.  Assessments  for 
these  activities,  refundable  upon 
request,  are  paid  by  egg  producers  to 
the  American  Egg  Board. 

The  current  assessment  is  5  cents 
per  30-dozen  case  of  eggs.  However,  a 
1980  amendment  to  the  act  authorizes  an 
increase  in  the  rate  to  7.5  cents,  with 
additional  increases  authorized  in 
increments  of  three-quarters  of  1  cent 
annually  up  to  a  maximum  of  10  cents. 
Amendments  to  the  Egg  Research  and 
Promotion  Order  must  be  approved  by 
producers  voting  in  a  referendum  before 
the  increased  assessment  will  be 
effective. 

Producers  in  Hawaii  and  Alaska,  and 
producers  whose  total  number  of  laying 
hens  does  not  exceed  3,000,  are  exempt 
from  the  provisions  of  the  act. 
Producers  with  flocks  of  breeding  hens 
whose  production  of  eggs  is  primarily 
utilized  for  hatching  baby  chicks  are 
also  exempt. 

Collection  of  assessments  by  the 
American  Egg  Board  began  in  1976. 
During  the  1982  fiscal  year,  net 
collections  are  projected  to  be 
$5,204,000. 

Administration ;  The  American  Egg  Board, 
1460  Renaissance  Drive,  Park  Ridge, 
111.  60068. 

The  board  was  officially  established 
in  the  spring  of  1976  to  administer  the 
Egg  Research  and  Promotion  Order  that 
iirplements  the  act.  The  board  is 
currently  composed  of  18  members  and  their 
alternates  who  are  appointed  to  staggered 
2-year  terms  by  the  Secretary  of 
Agriculture.  Nominations  for  the  board 
positions  are  made  by  certified 


egg  producer  organizations  in  six 
geographic  regions  in  the  country.  The 
1980  amendments  to  the  act  authorize  the 
addition  of  two  consumer  members  and 
their  alternates  to  the  board  if 
approved  by  producer  referendum. 

Activities ;  The  American  Egg  Board 
conducts  promotion  and  research 
activities  to  improve  consumers ' 
attitudes  toward  eggs,  and  to  expand 
domestic  and  foreign  markets  and  uses 
for  eggs,  egg  products,  spent  fowl,  and 
the  products  of  spent  fowl. 
There  are  funded  research  projects  to 
learn  more  about  the  relationship 
between  eggs  anfl  the  development  of 
coronary  disease  and  to  foster 
development  of  further  processed 
products  from  eggs  and  spent  fowl.  The 
board  also  conducts  a  consumer  education 
program,  and  provides  support  and 
assistance  to  State  egg  promotion 
organizations.  All  activities  are 
subject  to  the  approval  of  the 
Agricultural  Marketing  Service. 

WHEAT 

Legislative  authority;  The  Wheat  and 
Wheat  Foods  Research  and  Nutrition 
Education  Act  of  1977. 

The  act  authorizes  a  nationally 
coordinated  program  of  research  and 
nutrition  education  to  improve  wheat 
quality  and  make  more  efficient  use  of 
American  wheat  for  food  purposes.  The 
act  authorizes  a  Wheat  Industry  Council, 
which  has  the  authority  to  collect 
assessments  from  end-product 
manufacturers — primarily  wholesale 
bakers — based  on  the  amount  of  processed 
wheat  purchased. 

Funds  collected  are  used  for 
research  and  nutrition  education 
activities.  The  program  operates  under 
an  order  approved  by  end-product 
manufacturers  in  March  1980.  Assessments 
began  to  accrue  under  the  order  in 
mid-1981. 

The  law  specifies  a  maximum 
assessment  of  5  cents  per  hundredweight 
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of  processed  wheat,  purchased  by  a 
company  or  trans f erred  from  one  division 
of  a  company  to  another.  During  the 
first  2  years  of  operations,  the 
assessment  rate  cannot  exceed  1  cent  per 
hundredweight.  Net  revenue  during  the 
first  2  years  of  the  program  is 
projected  to  be  about  $500,000  to 
$700,000  per  year. 

Certain  end-product  manufacturers, 
such  as  retail  bakers,  are  exempt  from 
paying  assessments.  The  act  gives  any 
end-product  manufacturer  the  right  to 
receive  a  refund  of  assessments  paid  by 
applying  to  the  council.  However,  the 
intention  to  request  a  refund  must  be 
made  known  within  60  days  of  publication 
of  the  annual  budget  summary  in  the 
Federal  Register. 

Adrninistration :  The  Wheat  Industry 
Council,  6000  Executive  Blvd. , 
Rockville,  Md.  20852. 

The  20  members  of  the  council,  made 
up  of  equal  representation  from 
producers,  processors,  end-product 
manufacturers,  and  consumers,  are 
appointed  to  staggered  2-year  terms  by 
the  Secretary  of  Agriculture. 
Nominations  are  made  by  consumers  and 
the  three  industry  segments. 

Activities ;  The  current  program  for 
fiscal  1983  (July  1982-June  1983) 
includes  selection  and  training  of 
national  and  regional  representatives  to 
carry  out  a  consumer  nutrition  education 
program  and  the  development  of  materials 
to  disseminate  information  to  the  public 
about  the  nutritional  value  of  wheat  and 
wheat  foods. 

BEEF 

Legislative  authority;  The  Beef  Research 
and  Information  Act  of  1976. 

The  act  authorizes  a  beef  board  to 
collect  assessments  from  producers  to 
improve  and  develop  markets  for  cattle, 
beef,  and  beef  products  through  research 
and  information  activities. 


While  the  legislative  authority  for 
it  still  exists,  a  beef  research  and 
education  program  has  not  gone  into 
effect.  The  1976  act  required  approval 
of  an  order  by  two-thirds  of  the 
registered  producers  voting.  The  order 
voted  on  in  1977  was  favored  by  only 
56.4  percent  of  those  voting.  In  1978 
the  act  was  amended  to  allcw 
establishment  of  an  order  by  a  simple 
majority  of  those  voting.  Cattle 
producers  voting  in  1980  defeated  a 
proposed  order  by  a  65-percent  majority. 
To  activate  a  program,  the  beef  industry 
would  have  to  propose  another  order  and 
secure  producer  approval  of  it  in  a 
referendum. 

FLOWERS  AND  PLANTS 

Legislative  authority;  The  Floral 
Research  and  Consumer  Information  Act  of 
1981. 

The  act,  passed  by  Congress  in 
December  1981,  authorizes  a  coordinated 
program  of  research,  consumer  and 
producer  education,  and  promotion 
designed  to  maintain,  develop,  and 
expand  markets  for  f lowers  and  plants. 

Administration ;  The  Floraboard. 

The  act  authorizes  a  Floraboard  to 
consist  of  not  more  than  75  voting 
members.  Board  members  would  be 
appointed  to  staggered  3 -year  terms  by 
.the  Secretary  of  Agriculture  from 
nominations  made  by  certified  flcwer 
producers  and  importers.  Respon- 
sibilities would  include  contracting  for 
research  and  promotion  activities, 
reporting  violations  of  the  program  to 
the  Secretary  of  Agriculture,  and 
collecting  assessments. 

The  Floraboard  would  select  an 
executive  committee,  with  a  15 -member 
maximum,  reflecting  the  composition  of 
the  board.  The  committee  would  employ  a 
staff  and  conduct  routine  business  within 
its  policies. 

The  initial  rate  of  assessment,  to 


remain  in  effect  for  the  first  2  years 
after  an  order  is  approved  in  referendum 
could  not  exceed  one-half  of  1  percent 
of  the  amount  of  the  profit  on  flowers 
sold.  The  Floraboard  could  thereafter 
increase  or  decrease  the  rate  of 
•assessment  by  no  more  than  one-quarter 
of  1  percent.  In  no  event  could  the 
rate  of  assessment  exceed  1-1/2 
percent. 

Although  the  act  has  been  passed,  it 
cannot  be  implemented  until  industry 
requests  a  public  hearing  and  a  proposed 
order  subsequently  gains  flower  and 
plant  producer  approval  in  a  referendum. 


promotion,  must  be  approved  by  the 
Secretary  of  Agriculture  and  by 
producers  before  going  into  effect.  Of 
the  47  Federal  marketing  orders  for 
fruits,  vegetables,  and  related 
specialty  crops,  38  have  research 
authority,  and  14  have  added  authority 
to  carry  out  advertising  and  promotion. 
Research  and  promotion  programs  for 
these  carmodities  are  financed  from 
assessments  on  handlers.  Of  49  Federal 
milk  marketing  orders,  6  have 
advertising  and  promotion  programs 
currently  in  effect.  The  programs  are 
financed  by  participating  producers. 


MARKETING  ORDERS 

Legislative  Authority:  The  Agricultural 
Marketing  Agreement  Act  of  1937. 

Research  and  promotion  activities 
also  are  carried  out  for  certain 
agricultural  products  covered  by  Federal 
marketing  orders.  In  1954,  the  1937  act 
was  amended  to  provide  that  any 
marketing  order  for  a  commodity  covered 
by  the  act — other  than  milk — could 
include  authority  to  establish  marketing 
research  and  development  projects 
designed  to  assist,  improve,  or  promote 
marketing,  distribution,  and 
consumption. 


A  1962  amendment  to  the  act  provided 
for  marketing  promotion,  including  paid 
advertising  for  cherries.  Since  then, 
almonds,  apples,  avocados,  carrots, 
celery,  citrus  fruits,  dates,  Tokay 
grapes,  limes,  nectarines,  olives, 
onions,  papayas,  pears,  California  grown 
peaches,  pecans,  plums,  raisins,  sweet 
corn,  tomatoes,  and  walnuts  also  have 
been  made  eligible  for  market 
promotion. 

A  1971  amendment  provides  authority  for 
milk  producers  to  develop  research, 
advertising,  and  promotion  programs 
within  the  framework  of  the  Federal  milk 
marketing  order  program. 

Administration ;  All  provisions  of 
marketing  orders,  including  research  and 


